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A B S T R A K 

Setiap tahunnya jumlah SD swasta semakin meningkat, menunjukkan 
adanya persaingan. Berbagai upaya dilakukan oleh sekolah untuk 
mempertahankan eksistensinya. Salah satu fokus penelitian yang 
dilakukan terkait keputusan pemilihan sekolah. Tujuan penelitian ini 
adalah menganalisis faktor-faktor yang memengaruhi keputusan 
pemilihan sekolah dasar swasta dan menyusun strategi untuk 
meningkatkan jumlah siswa melalui keputusan pemilihan sekolah dasar 
swasta. Penelitian menggunakan pendekatan kuantitatif melalui metode 
survey yang dilakukan kepada 87 orang tua atau wali siswa SDIT 
Mauritaniyyah untuk analisis PLS-SEM. Survey juga dilakukan kepada 
lima pakar untuk teknik AHP melibatkan kepala sekolah, wakil kepala 
hubungan masyarakat, pengawas sekolah dasar, praktisi pendidikan, 
dan akademisi pendidikan. Hasil penelitian menunjukkan bauran 
pemasaran secara signifikan memengaruhi citra sekolah dan keputusan 
pemilihan sekolah dasar swasta. Religiositas dan kelompok referensi 
tidak secara signifikan memengaruhi keputusan pemilihan sekolah dasar 
swasta, sementara citra sekolah secara signifikan memengaruhi 
keputusan pemilihan sekolah dasar swasta. Strategi untuk 
meningkatkan jumlah siswa melalui keputusan pemilihan sekolah dasar 
swasta memprioritaskan pengembangan citra sekolah mengenai 
sumber daya manusia yang kompeten di bidangnya, fokus pada aspek 
"orang" dalam bauran pemasaran, dan menekankan pengembangan 
guru berkualitas tinggi. 

A B S T R A C T 

Annually, private elementary schools increase, signifying heightened competition. Schools make diverse 
efforts to sustain themselves. One research focus is school choice decisions. The research objectives 
are to analyze the factors influencing the private school choice decision and develop strategies to 
increase the number of students through the choice decision of private primary schools. They are 
employing a quantitative approach through a survey method with 87 parents or guardians of SDIT 
Mauritaniyyah students for PLS-SEM analysis. Surveys were also conducted with five experts for the 
AHP technique, involving school principals, vice heads of public relations, primary school supervisors, 
education practitioners, and academic educators. The research results indicate that the marketing mix 
significantly influences the school image and the choice decision of private primary schools. Religiosity 
and reference group do not significantly influence the choice decision of private primary schools, 
whereas the school image significantly influences the choice decision of private primary schools. In 
order to increase student enrollment, strategies prioritize enhancing the school image, exceptionally 
competent human resources in their fields with a focus on the people aspect, and emphasizing the 
development of high-quality teachers. 
 

 
1. INTRODUCTION 

Education is one of the aspects that can support the sustainability of community life. Education 
plays a role as a driver of personal development, citizen development, cultural development, and national 
development (Agustian & Salsabila, 2021; Annisa, 2022). Various forms of education are available, including 
formal educational institutions such as schools. In Indonesia, schools are not only run by the government 
but also by private entities. In the academic year 2021/2022, the primary education level in Indonesia is 
predominantly public, accounting for 87.18%. West Java Province is the region with the largest number of 
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primary schools. The primary education level in West Java Province is dominated by public schools, 
reaching 87.90%, and Bogor Regency is the area with the highest number of primary schools. The Ministry 
of Education and Culture data indicated that most formal educational institutions in Indonesia are public 
primary schools (Kemdikbudristek, 2022; Rizal et al., 2020). Nevertheless, there are different findings in 
one district in Bogor Regency. Bojonggede District, among 39 other districts, is the only area in Bogor 
Regency predominantly characterized by the number of private elementary schools, at 60%. The region 
dominated by private elementary schools indicates a relatively high level of competition among them to 
establish their advantages and be more preferred by consumers. The emergence of various educational 
institutions competing with each other highlights the growing competition among these educational 
institutions, necessitating management skills for these institutions (Shofia Hattarina et al., 2022; Syukur, 
2021).  

The Mauritaniyyah Integrated Islamic Elementary School (SDIT Mauritaniyyah) is one of the 
private elementary schools in Bojonggede District that has been operating since 2016 but was formally 
registered in 2022. This condition indicates that SDIT Mauritaniyyah is a newcomer in the formal education 
unit in Indonesia, particularly in Bojonggede District, Bogor Regency. Since its inception, SDIT 
Mauritaniyyah has experienced fluctuating graphs of new student enrollment and student transfers. In the 
academic year 2022/2023, there was a 61% decrease in new student enrollment and an 18% decrease in 
student transfers out of the school. If these issues persist, it may hinder the increase in the number of 
students. The number of students, especially in private schools, determines the sustainability of the 
educational institution. Therefore, nowadays, private educational providers make efforts to organize their 
institutions, much like running a business (Husni & Wahyudiati, 2022; Kholik & Laeli, 2020). Schools make 
various efforts to face this competition to maintain their existence. One focus of research is related to school 
choice decisions. In the era of school choice, open enrollment, and competition between schools to increase 
student enrollment, school leaders must maintain a clear understanding of exactly what parents are looking 
for when deciding which school best meets their child’s needs (Cantu et al., 2021; Najmy Hanifah & 
Istikomah Istikomah, 2022). The school choice decision is a stage for students to register at a school, and it 
can influence the school's enrollment. The issue of school choice is multifaceted, encompassing factors such 
as the amalgamation of religion, practical demands, and corresponding opportunities. Decision-makers 
express a desire for increased influence in school-related choices, more responsive educators, and more 
transparent information about school performance (Ermaya, 2020; Tarkhnishvili et al., 2022). 

Making a good school choice decision requires specific criteria to be considered. Schools can meet 
these criteria to become the chosen educational institution for parents, ultimately leading to more students. 
School choice decisions can be explained using the concept of consumer decision-making when purchasing 
goods or services. A consumer decision model is the decision-making process in buying and consuming 
goods and services. This process is influenced by three main factors: individual differences, environmental 
factors, and marketing strategies (Mahbub et al., 2023; Sadjali, 2022). Regarding individual differences, 
religion is one aspect that influences consumer decision-making. Furthermore, religion serves as a guide on 
what is permissible and what is not for its followers. There is a related aspect of religion, namely religiosity, 
which is defined as the extent to which an individual believes in and reveres practices what the religion 
preaches and participates in relevant activities (Prasetyaningrum & Marmoah, 2022; Urfatullaila et al., 
2021). In terms of environmental factors, there is the aspect of reference group that influence consumer 
decision-making. Reference group consist of two or more people interacting to achieve the same goal. From 
the marketing perspective, each consumer influences the purchasing and consumption behavior of others. 
A marketing strategy is concerned with achieving goals such as market targets, required value proposition, 
desired positioning, and timing. These goals can be achieved through various marketing tools known as the 
marketing mix (Firinta Togatorop et al., 2022; Wicaksono, 2021). 

In school research, in addition to the consumer decision model, another factor that affects school 
choice decisions, is the school’s image or reputation. The school image refers to the feelings and beliefs 
about the school and its educational programs held by the school public (parents) (Hofflinger et al., 2020; 
Kumar & Choudhury, 2021). A previous study stated that the school image is essential in parents' decisions 
to choose a primary school (Moschetti & Verger, 2020; Potterton, 2020). The school image is also an 
intermediary between the marketing mix and parents' loyalty in the school choice decision (Gille et al., 
2022; Hofflinger et al., 2020). This study uses a consumer decision model with three main variables: 
religiosity, reference group, and the marketing mix, and combines the school image variable as factors 
influencing school choice decisions. One type of private primary school growing in Indonesia is the 
Integrated Islamic School concept. The concept initiated by the founders of Integrated Islamic Schools in 
Indonesia aims to combine Islamic religious subjects with general subjects within one system (Gille et al., 
2022; Perwita & Widuri, 2023). In the consumer decision model, several studies in educational institutions 
show that religiosity is one factor influencing parents' decisions to choose a school. Previous studies 
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indicate that religiosity can moderate parents' decisions in choosing an integrated Islamic elementary 
school Parents with strong religious beliefs often prioritize choosing a religion-based school for their 
children as a critical factor in shaping their self-image or considering practical and qualitative aspects. 
Reference group also influence parents' decisions to choose a school. In choosing a private school, parents 
with a more comprehensive social network and access to information are more likely to participate in the 
school choice process (Ismuratno et al., 2021; Pracipta, 2021). In the process of selecting a school for their 
children, parents tend to gather sufficient information and advice from various sources, placing more trust 
in recommendations from friends and family members compared to the information provided by the school. 
Previous research on Islamic-based schools in Mojokerto stated that reference group are one social factor 
influencing parents' decisions regarding their children's educational institution(Akbar et al., 2022; Mukmin, 
2020). 

Regarding school choice decisions, the marketing mix can directly and indirectly influence 
decisions. Research on Integrated Islamic Schools shows that the marketing mix of services directly 
influences parents' decisions to choose a school (Adilah & Suryana, 2021; Afridayani & Mu’arif, 2020). Other 
research shows that the school image mediates between the marketing mix and school choice decisions. 
Previous research on the management of Islamic primary schools indicates that marketing strategies result 
in a positive image of the school, increased customer loyalty, more vital community trust, support from the 
community, and effective collaboration between the school and parents. Supported by a study on an Islamic 
school in Bandung, in general, shows a positive and significant impact of service marketing management on 
the school image (Fradito et al., 2020; Ibrahim & Umuhani, 2021) Other research findings stated that the 
school image influences parents' decisions to choose an educational service in private primary schools. 
Furthermore, religiosity is one of the factors that influence parents' decisions in choosing an Islamic school. 
The combination of marketing mix variables and the school image influences parents' decisions when 
choosing a school for their children (Nafindra & Rifqi, 2022; A. P. Putra et al., 2023). 

While there is a wealth of research on factors influencing parents' school choice decisions, these 
studies often need a core concept related to the consumer decision model. They may not recommend 
increasing the number of students at the end of the research. This study is conducted to address these 
limitations. The research objectives are to analyze the factors influencing the private school choice decision 
and develop strategies to increase the number of students through the choice decision of private primary 
schools. 
 

2. METHOD 

The research design uses a quantitative approach through the survey method. The survey method 
is a quantitative research approach used to gather data on past or present occurrences related to beliefs, 
opinions, characteristics, behavior, and the relationships between variables (Mohajan, 2020; Sugiyono, 
2018). This research was conducted at SDIT Mauritaniyyah, in the Bojonggede Subdistrict, Bogor Regency, 
West Java. The survey involves the distribution of questionnaires to respondents, including parents of 
students, to obtain data on factors influencing the decision to choose private primary schools. Surveys were 
also conducted with expert respondents to determine priority assessments in strategies to increase the 
number of students through the decision to choose private primary schools. 

The sampling technique for this research is divided into two parts: respondents for PLS-SEM 
analysis and the AHP technique. Respondents for the PLS-SEM analysis were chosen through a census 
approach, making the entire population a part of the sample. The sample in this research consists of parents 
or guardians who have chosen SDIT Mauritaniyyah. This sampling choice is also informed by research, 
which revealed that parents are discovering improved educational environments for their children and 
emphasizing the significance of parental involvement in decisions related to school selection (Asad, 2019; 
Mwase et al., 2020). The total population consisted of 107 respondents, including parents or guardians of 
active students at SDIT Mauritaniyyah for the academic year 2023/2024 and alums. After excluding data 
for siblings, the planned population was reduced to 92 respondents. 87 parents were willing to participate 
as respondents during the data collection process.  

The sampling technique in the AHP method involves selecting five experts based on several criteria 
to provide priority weight assessments. The experts consist of two main groups, namely internal and 
external experts. Internal experts include the school principal and the vice heads of public relations. 
External experts consist of the supervising officer for primary schools in the Bojonggede Subdistrict, a 
private primary school education practitioner in Bojonggede, and a doctoral academic in educational 
management. 

There are two groups of latent variables: endogenous and exogenous. Endogenous variables consist 
of school image (Y1) and school choice decisions (Y2), while exogenous variables consist of the marketing 
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mix (X1), religiosity (X2), and reference group (X3). Based on a review of the literature and expert opinions, 
operational definitions are formulated to define variables with specific meanings and purposes. Each 
variable has several indicators based on references from previous research. These indicators are given 
codes to facilitate further data processing. In this study, there are five latent variables with 28 indicators. 
The indicators are measured on a Likert scale ranging from 1 to 5 (1 means strongly disagree and 5 mean 
strongly agree). 

Data processing and analysis techniques include descriptive statistical analysis, Partial Least 
Squares Modeling (PLS-SEM), and Analytical Hierarchy Process (AHP). Descriptive statistical analysis is 
used to describe the characteristics of respondents. PLS-SEM is used to examine the influence of measurable 
variables on latent variables and the influence of latent variables. This research uses the SmartPLS 3.0 
application. AHP is used to determine priority strategies in decision-making. This research uses the Expert 
Choice 11 application. 
 

3. RESULT AND DISCUSSION 

Result 
The characteristics of the respondents include distance to school, family position, age, gender, 

highest level of education, occupation, and monthly income. The respondent characteristics can be seen in 
Table 1. 
 
Table 1. Respondent Characteristics 

Characteristics Quantity (people) Percentage (%) 
Distance to School   

0 – 3 km 59 67.8 
3,1 – 5 km 26 29.9 

>5 km 2 2.3 
Family Position   

Father 13 14.9 
Mother 72 82.8 

Guardian 2 2.3 
Age   

Millennial Generation (27–42 years) 64 73.6 
Generation X (43–58 years) 23 26.4 

Gender   
Male 14 16.1 

Female 73 83.9 
Highest Education 

High School or Equivalent 
Diploma 

Bachelor's Degree 
Master's Degree 

Doctorate 
Other 

 
30 
15 
35 
3 
1 
3 

 
34.5 
17.2 
40.2 
3.4 
1.1 
3.4 

Occupation 
Housewife 

Private Sector Employee 
Civil Servant/Military/Police 

Self-Employed 
Other 

 
46 
19 
8 
6 
8 

 
52.9 
21.8 
9.2 
6.9 
9.2 

Monthly Income 
< Rp 1.000.000,00 

Rp 1.000.000,00 – Rp 1.999.999,00 
Rp 2.000.000,00 – Rp 4.999.999,00 

Rp 5.000.000,00 – Rp 20.000.000,00 
> Rp 20.000.000,00 

 
5 
8 

34 
40 
0 

 
5.7 
9.2 

39.1 
46.0 
0.0 

 
Table 1 showed that the distance from the respondents' homes to the school is mainly within the 

0–3 km range (67.8%); this indicates that most parents choose primary schools close to their residences. 
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Regarding family position, most are mothers (82.8%); respondents are predominantly mothers because 
they are more actively involved in school matters. All the respondents are adults, with millennials (ages 27–
42) making up the majority at 73.6%. The majority of respondents have a Bachelor's degree (40.2%); this 
indicates that the parents or guardians of SDIT Mauritaniyyah students have a high level of education. Most 
of the respondents' occupations are housewives (52.9%). The monthly income for respondents is primarily 
in the range of Rp5,000,000.00–Rp20,000,000.00 (46.0%); this indicates that parents or guardians of SDIT 
Mauritaniyyah students have a relatively high to middle-income level.  

The measurement model is conducted to assess the validity and reliability using the analysis 
algorithm method. Several approaches were used in the measurement model: (1) Convergent validity: All 
indicators were found to be valid with loading factors >0.7; (2) Internal Composite Reliability (ICR): 
Reliability values were assessed based on Composite Reliability and Cronbach's Alpha. Values >0.7 are 
acceptable, and values >0.8 are very satisfactory. In this study, all variables are reliable; (3) Average 
Variance Extracted (AVE): An AVE value of at least 0.5 indicates good convergent validity. This study has an 
AVE >0.5, meaning that the latent variables in the study can explain more than half of the indicator variance 
on average; (4) Discriminant Validity: In this study, The Fornell-Larcker Criterion was used to measure 
discriminant validity. This approach compares the square root of AVE for each latent variable, and good 
results indicate that the square root of AVE for each latent variable is higher than that of other variables. 
The results of the measurement model can be seen in Figure 1, Table 2, and Table 3. 
 

 

Figure 1. Loading Factors 
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Table 2. Measurement Model Output 

Variable Cronbach's Alpha Composite Reliability AVE 
Marketing Mix 0.914 0.916 0.625 

Product 0.717 0.745 0.777 
Price 0.821 0.821 0.848 
Place 0.706 0.712 0.772 

Promotion 0.751 0.752 0.801 
People 0.822 0.823 0.849 

Physical Evidence 0.835 0.840 0.858 
Process 0.704 0.707 0.771 

Religiosity 0.782 0.760 0.588 
Reference Group 0.821 0.833 0.735 

School Image 0.824 0.839 0.742 
School Choice Decision 0.789 0.804 0.608 

 
Table 3. Discriminant Validity 

 
Marketing 

Mix 
School 
Image 

Reference 
Group 

School 
Choice 

Decision 
Religiosity 

Marketing Mix 0.790 a     
School Image 0.685 0.861 a    

Reference Group 0.506 0.437 0.857 a   
School Choice Decision 0.692 0.662 0.423 0.779 a  

Religiosity 0.214 0.289 0.164 0.257 0.767 a 
 

The structural model is conducted for regression by depicting the influence among latent variables. 
This approach uses R-squares and path coefficient tests to test research hypotheses. The R-squares value is 
interpreted as the amount of variability in the endogenous variable that exogenous variables can explain. 
Based on Table 4, the R-squares value is more than 0.33, indicating a moderate level of influence of 
exogenous variables on the endogenous variable. The path coefficient test illustrates the significance of 
relationships among latent variables. Path coefficient results are obtained through bootstrapping 
(resampling method). The significance of the relationships among variables can be seen in the T statistics. 
T statistics >T Table (1.99) indicate significant hypotheses with a 95% confidence level. The original sample 
values show the direction of the relationship among latent variables, whether positive or negative. The path 
coefficient results indicate direct effects among variables. The result of the path coefficient can be seen in 
Table 5. 
 
Table 4. R-Squares Value 

Variabel Endogen R-squares 
Marketing Mix 0.469 

School Choice Decision 0.551 
 
Table 5. Path Coefficient 

Path of Influence Original Sample T Statistics Decision 
Marketing Mix → School Image (H1) 0.685 9.414 Accepted 
Marketing Mix →  School Choice Decision (H2) 0.426 4.360 Accepted 
Religiosity → School Choice Decision (H3) 0.062 0.746 Rejected 
School Image → School Choice Decision (H4) 0.329 3.393 Accepted 
Reference Group → School Choice Decision (H5) 0.053 0.583 Rejected 

 
The mediation model test measures the relationship between exogenous and endogenous latent 

variables through a mediating variable. The mediator variable tested in this study is school image. The 
significance of the indirect effect is measured and obtained from bootstrapping results. The indirect effect 
of marketing mix variables and school choice decisions mediated by school image is significant, indicating 
that the school image is a mediator between the marketing mix and the school choice decision. The result 
of the indirect effect can be seen in Table 6. 
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Table 6. Specific Indirect Effect 

Path of Influence Original Sample T Statistics Decision 
Marketing Mix → School Image → School Choice 

Decision 
0.225 3.108 Accepted 

 
The AHP technique begins by defining the research problem and determining the type of 

knowledge sought. The problem in this research is determining alternative strategies for increasing the 
number of students through parental school choice decisions. The research proceeds by structuring a 
decision hierarchy formed according to the ultimate research objective to develop strategies for increasing 
the number of students through private primary school choice decisions. The hierarchy structure in this 
research is based on the previous PLS-SEM analysis, which showed a significant influence between the 
marketing mix and school image, as well as school choice decisions. The research also indicated that school 
image mediates between the marketing mix and school choice decisions. 

Based on the results of the PLS-SEM analysis, four levels are constructed in the hierarchy 
framework, consisting of four criteria: the focus, objectives, alternatives, and sub-alternatives. The focus in 
this hierarchy is the strategy for increasing the number of students by choosing private primary schools. 
The next level is the objective criteria structured based on valid indicators of school image from the previous 
PLS-SEM analysis. These indicators are organized into three aspects: (1) school shapes students with good 
personalities, (2) high-quality school programs, and (3) competent human resources in their fields. The next 
level includes alternative and sub-alternative criteria, which are also structured based on the dimensions 
and valid indicators of the marketing mix. At the alternative level, seven valid dimensions are organized: 
product, price, place, promotion, people, physical evidence, and process. Each of these dimensions has two 
valid indicators as sub-alternative criteria. The final step in the AHP technique is to determine priorities 
based on the weight values obtained. The AHP technique also validates the overall priority assessments by 
measuring the Consistency Ratio (CR). The research results show a CR value of 0.045; this indicates that the 
priority assessments are valid with CR < 0.10. The hierarchical framework can be seen in Figure 2. 
 

 

Figure 2. The Hierarchical Framework of AHP 
 

In order to support the research focus and achieve the objectives, elements are prioritized based 
on their weight. The top priority is competent human resources in their fields (0.488), followed by School 
shapes students with good personalities (0.406) and high-quality school programs (0.107). This result 
indicates that private primary schools, especially SDIT Mauritaniyyah, need to focus on building the school 
image through competent human resources in their fields to increase the number of students through the 
decision-making process. 

In order to support the role of alternatives in achieving the research objectives, elements are 
prioritized based on their weight. The top priority is "people" (0.316), followed by "process" (0.236), 
"product" (0.122), "physical evidence" (0.121), "place" (0.080), "price" (0.079), and "promotion" (0.046). 
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This result indicates that private primary schools, especially SDIT Mauritaniyyah, need to focus on 
marketing alternatives through the "people" aspect to increase the number of students through the 
decision-making process. 

In order to support the role of sub-alternatives in achieving the research alternatives, elements are 
prioritized based on their weights. In the "product" alternative, the top priority is high-quality graduates 
(0.550), followed by a variety of school programs (0.450). In the "price" alternative, the top priority is 
reasonable school fees for the benefits received (0.589), followed by clarity of payment policy school fees 
(0.411). In the "place" alternative, the top priority is a child-friendly school location (0.569), followed by a 
strategic school location (0.431). In the "promotion" alternative, the top priority is easily accessible school 
information (0.807), followed by the school publicizing the latest activities (0.193). In the "people" 
alternative, the top priority is qualified teachers (0.757), followed by competent administrators and staff 
(0.243). In the "physical evidence" alternative, the top priority is adequate learning facilities (0.622), 
followed by school buildings that combine aesthetics and functionality (0.378). In the "process" alternative, 
the top priority is effective teaching and learning activities (0.602), followed by good administration 
services (0.398). 
 
Discussion 

Three main variables: religiosity, reference group, and the marketing mix, and combines the school 
image variable as factors influencing school choice decisions. The result shows that the marketing mix 
influenced the school image, and the marketing mix influenced the choice decision of private primary 
schools. Religiosity and reference group did not influence the choice decision of private primary schools, 
whereas the school image influenced the school choice decision. 

The results of this study found that the marketing mix influenced the school image. The marketing 
mix provides educational services the schools offer. The marketing mix offered by a school can shape the 
school's image in the public. The marketing practices of schools are an area of increasing interest, with a 
focus on market segmentation and targeting, or instead of supporting pedagogical innovation, creating real 
differentiation, and, therefore, genuine choice in the education marketplace (Directive, 2020; Greaves et al., 
2023).  Schools need to offer the best services to establish differentiation and cultivate a positive image. 
This study aligns with research in one private school that shows the influence of the marketing mix on the 
school image (Fadhli, 2022; Siagian et al., 2017). Previous studies demonstrated a positive and significant 
influence of service marketing management on the institution's image (Hofflinger & von Hippel, 2020; 
Ibrahim & Umuhani, 2021). 

The results also show that the marketing mix influenced the school choice decision. The marketing 
mix in schools is a set of tactical marketing tools that a school combines to generate the desired response 
from parents and students. Parents can assess the quality of a school by evaluating the services offered by 
the school. School Choice is a policy that seeks to provide families with a degree of discretion in the selection 
of the school for their children, with parents able to express a preference regarding which school they would 
like their children to attend (Fradito et al., 2020; Wilson & Bridge, 2019). This study aligns with research in 
an integrated Islamic primary school that shows the positive and significant influence of the marketing mix 
on parents' decisions in choosing a school (Afridayani & Mu’arif, 2020) (Tarkhnishvili et al., 2022). Previous 
studies also indicated that the marketing mix influences parents' decisions in choosing a primary school 
(Irawan, 2017; Iskandar et al., 2021).  

The results also show that school image influenced the school choice decision. A good school image 
will encourage parents to make school choice decisions. The school image, also known as the school's 
reputation, depicts how the public perceives the activities and educational programs of the school. One of 
the most influential factors in the decision to send children to school is the school’s reputation (Boonchan 
& Nopakun, 2020; Eger et al., 2018). A previous study found that parents prefer private schools for children 
because of the shown image. This study aligns with research in one primary school that shows a strong 
positive relationship between school image and parents' decisions in choosing a school(Enjina & F, 2019; 
Hina et al., 2023; D. G. A. A. S. Putra et al., 2022). Additionally, previous research also indicated the influence 
of the school image on consumers' decisions in choosing a school (Ermaya, 2020; Tareq et al., 2022). 

The result of the indirect effect can be interpreted as the school image mediating between the 
marketing mix and the school choice decision. The research results indicate that the indirect effect has a 
lower influence (original sample 0.225) compared to the direct effect between the marketing mix and school 
choice decisions (original sample 0.426). This result suggests that schools can focus more on improving the 
marketing mix in the hope of increasing parents' school choice decisions. If marketing efforts are prioritized, 
a positive school image will automatically form in line with the improvement of these school choice 
decisions. Previous research supports that the school image serves as an intermediary between the 
marketing mix and parents' loyalty in the school choice decision(Mermer et al., 2022; Siagian et al., 2017).  
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Based on the results of this study, there are two variables that did not influence the school choice 
decision, namely the religiosity and reference group. Religiosity as individual differences did not influence 
the school choice decision. This result indicates that the level of religiosity among parents does not influence 
parents' decisions in choosing a school. This finding contradicts research that indicates religiosity is one of 
the factors that influence parents' decisions in choosing an Islamic school (Ajayi, 2022; Najmy Hanifah & 
Istikomah Istikomah, 2022). This study rejects the findings of a previous study that suggested religious 
beliefs influenced parents' decisions regarding the choice of schools for their children. The earlier study 
posited that parents felt it was their responsibility to instill godly principles in their children through their 
choice of schools (Perwita & Widuri, 2023; Pracipta, 2021). 

The reference group as environmental factors did not influence the school choice decision. This 
result indicates that external influence, in the form of reference group, is unable to affect parents' decisions 
in choosing a school. This finding contradicts research in private primary schools that indicates reference 
group as an external factor that plays a role as a variable influencing parents' decisions in selecting primary 
schools (Nurfadhillah et al., 2021; Vhalery et al., 2022). It also contradicts a previous study on the Islamic 
schools in East Java that reference group influence parents' decisions in choosing a place of study for their 
children. This study rejects the findings that parents may be willing to act on school choice decisions under 
the influence of information from someone they perceive to have affinity or authority (Ermaya, 2020; 
Firinta Togatorop et al., 2022). 

Based on the results of the PLS-SEM analysis that analyzes the factors influencing the private school 
choice decision, there is an influence between the marketing mix and school image, as well as school choice 
decisions. The research also indicated that school image mediates between the marketing mix and school 
choice decisions. The results serve as a basis for developng strategies to increase the number of students 
through the choice decision of private primary schools through the AHP technique.   

The results of the AHP technique showed that the alternative that private primary school needs to 
prioritize is building the school image regarding competent human resources with a focus on the "people" 
aspect in the marketing mix and an emphasis on developing high-quality teachers. Human resources in 
educational institutions can be managed through recruitment and choice processes, employee competence 
improvement, career development, employee performance assessment, and compensation (Antariksa, 
2017; Hasdiana, 2018). The role of teachers at the primary school level is crucial because children's 
understanding of what they see and hear is still developing, and they need guidance. In order to achieve 
competent human resources in their respective fields, teachers need to be nurtured to improve the quality 
of education (Kholik & Laeli, 2020; Yestiani & Zahwa, 2020). 

The managerial implications of this research recommend that private primary schools need to pay 
attention to the marketing mix aspects they offer, which consist of product, price, place, promotion, people, 
physical evidence, and process. They can focus on providing programs that can create high-quality 
graduates with students who have a solid religious understanding and good character. They must also 
balance the facilities and school fees provided to students. Creating a child-friendly location with support 
facilities to protect children from harm is essential. Promotion efforts can also be enhanced by maximizing 
online advertising. Regarding human resources, the school can establish a regular performance assessment 
program for its staff. They can also accelerate the development and provision of adequate learning facilities. 
Choosing enjoyable learning methods for students is another option. Furthermore, the aspects of the school 
image, which include shaping students with good character, providing quality school programs, and having 
competent human resources, need to be maintained with the support of all stakeholders. The top priority 
in the strategy to increase the number of students through the choice decision of private primary schools 
can be achieved by improving teacher quality. 

 

4. CONCLUSION 

The marketing mix significantly influences the school image, and the marketing mix significantly 
influences the choice decision of private primary schools. Religiosity and reference group do not 
significantly influence the choice decision of private primary schools, whereas the school image significantly 
influences the choice decision of private primary schools. The strategy to increase the number of students 
through the choice decision of private primary schools prioritizes the development of the school image 
regarding competent human resources in their fields, focusing on the "people" aspect in the marketing mix 
and emphasizing on the development of high-quality teachers. Human resource management can be done 
through recruitment and choice processes, competence enhancement, career development, performance 
assessment, and compensation. 
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